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In recent years, the growth of the “sharing economy” has arguably been enabled by advanced 
technology and supply-side flexibility (Zervas, Proserpio, & Byers, 2017). The sharing economy, 
or “collaborative consumption (CC),” refers to economic issues and goes beyond renting goods 
at lower costs, or with lower transactional overhead than buying or renting through a traditional 
provider (Zervas, Proserpio, & Byers, 2017). It is a system built around the utilization of unused 
or under-used resources. The concept and practice of a sharing economy and “collaborative 
consumption” suggest making use of market intelligence to foster a more collaborative and 
sustainable society (Heinrichs, 2013). Researchers have pointed out that a sharing economy is a 
blueprint of a future business idea that explains how to link economic, environmental and social 
issues (Daunorienė, Drakšaitė, Snieška, & Valodkienė, 2015).  
Services in the sharing economy have rendered some industries nearly unrecognizable—
Airbnb’s disruption of the hotel industry, for instance, and Uber and Lyft’s massive gain of 
market share in recent years (Pike, 2016). The sharing economy in fashion has drawn attention 
from both academia and industry too. Clothing and accessories are considered to have high value 
but low usage, which are characteristics of other items that have proved popular in sharing 
consumption models. (Birtwistle & Moore, 2007). In the United States, over $8 billion worth of 
clothing sits in closets, unworn (Pike, 2016). As a result, some fashion companies have entered 
the sharing economy field in the last few years, adopting a number of different business models 
to tap the opportunity (Pearson, 2016). Rent the Runway, the fashion rental service company, 
encourages consumers to rent fashion products they wear a few times to save the water, 
electricity and emissions used to manufacture a new piece of clothing (“Rent the Runway, 
2018”). Given this situation, new pathways to fostering sustainable development in fashion must 
be explored. By taking advantage of user-generated data, this study aims to 1) understand 
consumers’ participation and responses to the new model of fashion, and 2) explore sustainable 
development in the sharing economy in fashion.  
Self-determination theory (SDT) (Deci & Ryan, 1985) was used as the theoretical 
framework in this study. It posits that motivations can be distinguished between intrinsic and 
extrinsic. In the context of the sharing economy, Hamari, Sjöklint and Ukkonen (2016) further 
concluded two motivational dimensions: 1) enjoyment and sustainability for intrinsic 
motivations, and 2) economic benefits and reputation for extrinsic motivations. However, their 
study employed survey methods and did not utilize actual data from any CC website. Also, given 
the unique characteristics of the fashion industry, understanding fashion consumers’ participation 
in such a model is valuable. Framing theory was used as a supplementary theory to discover 
consumers’ communication patterns on CC websites. A frame is “a central organizing idea or 
story line that provides meaning” (Gamson & Modigliani, 1987, p. 143). This theory addresses 
how consumers structure the message in certain ways towards CC.      
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Information Extraction, a text mining approach, was used in this study. More than 1,500 
customer reviews from the most popular items on Rent the Runway (user-generated data) were 
crawled from January 2013 to January 2018 using Python. Text mining concerns looking for 
patterns in unstructured text. The process transforms text into more structured data, which is then 
mined for interesting relationships (Kanya & Geetha, 2007). Specifically, Leximancer was used 
to analyze the text data and extract semantic and relational information. Based on Bayesian 
statistics algorithms, it is a useful tool to investigate a large amount of user-generated data that is 
spontaneously created and, thus, more reflective of the thoughts and trends of influencers and 
consumers (Salganik, 2017). Among these reviews, the average review score was 8.98 out of 10; 
the lowest score was 2 and the highest score was 10. The standard deviation was 1.608.  
Figure 1 shows the concept map generated by Leximancer. Semantic and relational 
information were well emerged in the network. 
The results indicated that most consumers rent 
“dress” more often than other product categories. 
“Fit,” “delivery time,” and “comfort” were major 
concerns among Rent the Runway consumers. 
For attending some events occasionally, such as 
a wedding ceremony, consumers tend to rent 
clothing instead of buying. Consumers 
complained that “bra was exposed,” “too long 
even with high heels,” and “too tight even the 
zipper was difficult to close.” In addition, 
“Compliments” emerged as a main theme too. 
Consumers had a great experience with Rent the 
Runway because they “received so many 
compliments.” They decided to use Rent the 
Runway due to other positive reviews and 
recommendations. Findings were consistent with self-determination theory. Enjoyment and 
reputation motivated consumers to choose the CC website. Even though consumers didn’t 
mention “sustainability” directly, they enjoy “recycling” and “giving a garment a second turn” to 
reduce the amount of resources used in clothing manufacturing.  
The findings suggest that consumers are increasingly open to renting what they want 
through a service, rather than owning something outright. They love the process and would love 
to recommend such a model to other people. Interestingly, with the average rental price around 
$70 for a dress, fashion companies should be aware of the changing image of used clothing; 
people no longer view it from a dirty, low-end perspective. This study provides both theoretical 
and managerial implications. Framing theory and the text-mining approach has proven to be a 
novel way to understand fashion consumers. The technological and economic developments 
around sharing economies will lead the fashion industry to another level of competition. Future 
research may consider focusing on how the clothing rental trend will impact fast fashion business. 
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